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Medical Marketing & Media: January — December 


ARTICLES 


ADVERTISING 


The Uses and Abuses of Ad Testing 

by Joel D. Lauber. February, page 17. 

The senior vice-president and management supervisor of 
Robert A. Becker, Inc. presents his thoughts on the major 
abuses or misuses of ad testing. Keep in mind, however, 
that “they are based on an uncontrolled nonprojectable 
judgment sample of less than two, using a data-collecting 
procedure which might best be described as biased obser- 
vation.” Mr. Lauber then takes his tongue out of his cheek 
and gives detailed advice on the subject of ad testing. 
Included is an eight point list of common abuses. 


The Future of Pharmaceutical Drug Promotion 

by Arthur S. Waite. June, page 9. 

Will pharmaceutical drug promotion be relevant in the 
future? The president of L<.., Incorporated, discusses some 
of the changes expected with the coming generation of 
physicians, and how these changes will relate to one aspect 
of pharmaceutical promotion —journal advertising. 


AUDIOVISUAI. MEDIA 


Audiovisual Media in Medical Marketing 

by Susan Meister. October, page 19. 

“|. there is no doubt that audiovisual programming has 
an essential and growing role in the health marketing in- 
dustry, not only as a medium for education and information, 
but also as a business opportunity in itself.” 


COMMUNICATIONS 


Effects of a Communications Program for Pharmacists 

by Peter J. Lecca, Ph.D., Mickey C. Smith, Ph.D., 

and Stuart Gold. February, page 13. 

An effort to evaluate the effectiveness of a program by 
Marion Laboratories to improve pharmacist/manufacturer 
relations by means of improved communications. 


The Doctor’s Right to Know 

by L. W. Frohlich. March, page 9. 

“Where, in recent years, most of our culture has been 
moving in the direction of fewer restrictions . . . so-called 
medical communications have gone completely the other 
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way. In the area of science, where free dialogue has been 
the key to progress, the direction has been to more re- 
striction . . .”” The late Mr. Frohlich, one of the foremost 
leaders in medical advertising, outlined the responsibility 
of writers to communicate clearly and completely with 
physicians. 


Advertisers Must Learn to Teach 

by Irvine H. Page, M.D. July, page 23. 

Dr. Page, editor of Modern Medicine, holds seven honorary 
degrees, has authored ten books, and received many 
awards, among them, the Albert Lasker Award, 1958, the 
Cornell University Medical College Alumni Award of 
Distinction, 1961, the Passano Foundation Award, 1967, 
and the “Outstanding Doctor of Medical Science in the 
United States’’ Sheen Award from the American Medical 
Association, 1968. In this paper Dr. Page, talking as a 
physician, outlines for advertisers their responsibilities 
when addressing his colleagues. 


Our Audience Still Reads 

by Ken Lavey. October, page 26. 

The senior vice-president, creative services, Frohlich/ 
Intercon International, Inc.: ““From the beginning, Intercon 
has recognized that it takes more creative and technical 
personnel per dollar earned to maintain . . . in depth creative 
capacity.” 


DATA PROCESSING 


1000 Prescriptions Per Day 

by Charles E. Byrne. January, page 21. 

Savings on prescriptions and other drugs are vital to the 
customers of Pharmaceutical Services, Inc., because 90 
percent of them are over 60 years of age. Mr. Byrne de- 
scribes how his company utilizes the IBM System/3 to 
fill an average of almost 1000 prescriptions each day. 


DIRECT MAIL 


“The Rise and (?) of Medical Direct Mail 

by Roger W. O’ Neill. December, page 9. 

The vice-president of marketing, Clark-O’Neill, Inc., on 
the medium of direct mail in general—its past, its present 
status, and its future. 
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DRUG FORMULARIES 


Drug Insurance, Formularies, and Pharmacy 

by T. Donald Rucker, Ph.D. October, page 11. 

“.. . major therapeutic questions or economic problems 
under a Government drug insurance program require the 
application of procedures that are capable of dealing with 
such issues. Once basic policies have been established in 
these areas, a formulary may be applied as a supplementary 
tool as a means of helping to achieve various program 
objectives.” 


DRUG RESEARCH 


The Future of Drug Research 

by George deStevens, Ph.D. April, page 24. 

“Politics and science do not mix. If the drug industry is to 
bring to the medical community new and improved drugs 
in the future, then the research scientists in industry who 
are committed to this goal and accept the responsibility for 
the same should not be hampered . . .” Dr. deStevens is 
executive vice-president and director of research, CIBA 
Pharmaceutical Company. 


A Priority Health Issue: Drug Research 

by John J. Horan. May, page 27. 

‘** . . Mankind’s need for better drugs is too pressing to 
permit a technological standstill to develop from the tech- 
nological slowdown we experienced in the 1960’s. For new 
drugs offer one of our best hopes of bringing better health 
care to our citizens at a cost society can pay.”’ Mr. Horan 
here traces the costs involved in drug research from 1951 
through 1970. He also relates these costs to sales figures for 
the same period. While both sets of figures show dramatic 
rises, the number of new drug approvals fell drastically. He 
makes a strong case for increased research. 


Research is Dead, Unless Communicated 

by Paul de Haen. August, page 9. 

“Analysis of research remains dead, unless communicated 
to others.” If the significance of the discovery of peni- 
cillium notatum by Alexander Fleming in 1929 had not been 
overlooked by the scientific community, thousands, if not 
millions of people could have been cured of bacterial dis- 
eases some ten years earlier. 


GENERAL INTEREST 


The Young Doctor 
by Edward D. Martin, M.D. January, page 7. 
“There is a turbulence of ideas developing among young 





people —a growing determination to do something construc- 
tive and creative about what is wrong with our society .. . 
a lot of us are interested in trying to translate our feelings 
and concerns constructively.’ Dr. Martin traces the history 
of student participation in the quest for social change both 
within and outside organized medicine. 


An Interview with C. Joseph Stetler 

An MMM Special. May, page 9. 

‘“‘We’ve said it many times, and it’s a fact: this is an aggres- 
sive, experienced, efficient, innovative industry. Believe me, 
we have to be aggressive and efficient with all the Govern- 
ment controls under which we must operate.” Mr. Stetler, 
president of the Pharmaceutical Manufacturers Association, 
in this interview assesses the problems of the industry and 
its relations with physicians, with the public, and with the 
Government. 


The FDA: to Pharmacists 

by Marion J. Finkel, M.D. May, page 20. 

Dr. Finkel, deputy director, Bureau of Drugs, FDA: ‘“‘The 
Food and Drug Administration is charged with the re- 
sponsibility of ensuring that all potent drugs in the channels 
of commerce comply with appropriate content uniformity 
requirements, and that their active ingredients are bio- 
logically available in a consistent manner.” 


Consumerism: A Decision by Next Wednesday 

by Robert H. Hensel. June, page 19. 

“Let me say right off the bat that if we don’t decide today 
what our conspicuous response to consumerism will be, 
then it won’t matter what decision we come to by next 
Wednesday. We will have shown that we’ve not competent 
to recognize an avalanche just before it comes down on us.” 


The Twentieth Century, Limited 

by W. Clarke Wescoe, M.D. September, page 9. 

The disillusionments of our century are compounded by 
failures—the decay of the cities, the financial embarrass- 
ment of governmental units, the alienation of many of our 
young people. “All the world, and all of humanity, cries out 
for enlightened leadership. The opportunity to be part of 
that leadership is ours—such that the twentieth century 
shake off its limitations and fulfill its promise.”” Dr. Wescoe 
is president of Winthrop Laboratories and executive vice- 
president of Sterling Drug, Inc. 


The Technology Gap in Health Care 

by The Honorable Jerry L. Pettis, M.C. November, page 21. 
“Evaluating the safety and effectiveness of new medical and 
pharmaceutical advances is only part of an overall problem 
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of assessing the risks-versus-benefits of all technological 
advances our society generates.” 


GENERIC PRESCRIBING 


The Generic-Brand Name Drug Controversy: A History 
by Ashok K. Gumbhir, Ph.D., and Christopher A. 
Rodowskas Jr., Ph.D. November, page 27. 

. . there is a cyclical pattern in generic and brand pre- 
scribing; that is at a given point in history, one type of pre- 
scribing, either brand or generic, will be dominant.” 


HEALTH CARE 


New Blood for Tired Hospitals 

by Ray G. Wasyluka. March, page 23. 

“Regardless of how many factors are responsible for the 
breakdown in our nation’s health care system, it is apparent 
that . . . remedies must be taken: the Federal Government 
will have to adopt a national health insurance system, or the 
entrepreneurial dollar and the management skills of estab- 
lished business organizations will have to be contributed to 
the health care community.” Mr. Wasyluka is a business 
consultant to hospitals. 


HOSPITAL MARKETING 


Overview of the Hospital Market 

by Eli Fritz. November, page 11. 

Mr. Fritz is editor of a new book, “‘Marketing to Hospitals.” 
This article is based on the first chapter, using statistical 
material from the August 1, 1971 Guide Issue of Hospitals, 
Journal of the American Hospital Association. 


INTERNATIONAL OPERATIONS 


Marketing Pharmaceuticals in Colombia, S.A. 

by Steven Strauss, Ph.D., R.Ph. September, page 17. 
Colombia was chosen for this study because of its unique 
geographical location; fairly stable political atmosphere; 
favorable potential economic development; and population 
(the third largest in South America). 


MARKETING 


Marketing Experimentaticn 

by Arthur Shapiro. Ph.D. June, page 23. 

The methodology now exists to test the effectiveness of any 
change in marketing strategy, one element at a time, or 
whole new programs. 
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What Not to Do in Medical Marketing 

by Eliot G. Woodward. July, page 14. 

Some of the opportunity themes and caveats—with their 
implied do’s and don’ts for the marketer of medical products 
or services—with specific examples of marketing failures. 
Mr. Woodward is associate director, health industries re- 
search, Stanford Research Institute. 


Challenges of the Changing Pharmaceutical Market 

by Alfred A. Mannino. August, page 28. 

Marketing to the medical community as we know it today 
will undergo many changes in the future. The pharmaceu- 
tical community should recognize these challenges, but 
even more important, do something about them. 


MEDIA EVALUATION 


Direct Access Media Evaluation 

by Stuart A. Samuels. January, page 14. 

A description of DAME, which is a direct access system, 
easily useable and at the same time a very valuable media 
evaluation and selection approach. Has the advantage of 
being a system which does not require a computer expert in 
order to realize its full potential. 


Computerized Media Scheduling 

by Irwin Gross, Ph.D. February, page 7. 
MEDI-MEDIAC is an advanced approach to media se- 
lection. It also has the capability of being used as a mech- 
anism to integrate the detail schedule, the media schedule, 
and the direct mail schedule, making it a marketing tool as 
well. Dr. Gross describes how this media model was de- 
veloped and how it is being used. 


Pharmaceutical Journal Selection 

by Harry B. Wolfe, Ph.D., and A. Arthur Lowenthal. 
March, page 16. 

Two senior members of the management science division 
of Arthur D. Little, Inc., have developed a cost effectiveness 
technique for pharmaceutical journal selection, designed to 
provide the greatest prescription potential per dollar of 
advertising expenditure. 


Media Selection by Computer: Some Practical Aspects 

by Herbert J. Conrad. April, page 9. 

Mr. Conrad is director of marketing research, Roche 
Laboratories. He reviews the problems associated with 
media selection by computer and goes on to outline the 
marketing team approach at Roche. “The difficulty in mak- 
ing projections is related to the problem of divorcing the 
computer from other factors which will have a profound 
effect on the industry we work in and ultimately on media.” 











... articles, 1971 


PACKAGING 


Pharmaceutical Packaging: the Creative Point of View 

by Jules Kramer. September, page 26. 

The president of Packaging Components Industries, Inc.: 
“There is no industry that I know that has more talent 
dedicated to it than the pharmaceutical industry. The 
opportunities, the coopertunities that we have... . in all 
areas of pharmaceutical packaging and promotion are 
endless.” Mr. Kramer takes you behind the scenes of the 
packaging industry, looks at it with you, and then charts a 
path for its future. 


PHARMACY PRACTICE 


Pharmacy Practice and the Market for Pharmaceuticals 

by Raymond A. Gosselin, R.Ph., D.Sc. July, page 9. 
“If pharmacy keeps its head and concentrates, first and 
foremost, upon identifying areas of true need .. . for its 
services among its professional peers and to the public .. . 
its future is most assuredly brilliant.” Here is a ten year 
study of the prescription drug market. 


The “Clinical”? Concept of Pharmacy 

by Charles H. Nightingale, Ph.D. August, page 21. 
“Clinical Pharmacy does not provide a new role of activity 
for the pharmacist, but emphasizes an old role . . . the 
providing of useful drug information at a high level of 
proficiency.” 





PHYSICIAN’S PRESCRIBING HABITS 


Attitudes Toward Generic Prescribing in the State of Delaware 
by Mavin J. Myers, J.D., Ph.D., and Joseph L. Fink I11. 
December, page 13. 

The reported incidence of generic prescribing was found to 
be affected both by the degree of confidence the practitioner 
had that his patient would receive quality medication on a 
prescription written generically and by the practitioner’s 
opinion as to whether generic prescribing would reduce 
medication costs. 


SALES 


New Products & Mortality Rates 

by G. Joseph Norwood, Ph.D., and Mickey C. Smith, Ph.D. 
April, page 16. 

This study investigated the new product marketing record 
of inexperienced drug marketers as compared to the market- 
ing record of experienced drug marketers. 


Life Cycle Analysis of New Product Failures 
by G. Joseph Norwood, Ph.D., and Mickey C. Smith, 
Ph.D. June, page 30. 
A study to determine if unsuccessful drug products have 
sales and promotional trends significantly different from 
those observed for successful products, and if the life 
cycle may be indicative of the type of failure. 

continued on page 28 














QUT eUithe 


... one of the most important mem- 
bers of the health care team. The 
nurse. 

The nurse administers your drugs, 
and puts your products to use. 
Nurses monitor their effects on a 
24-hour basis. Based on what the 
nurse knows about your product, 
she can often influence its initial use 


A 


... and may urge that her patients 
be switched to your products. 

The nurse can be one of your 
strongest and most influential in- 
hospital sales allies. But if she’s to 
help you, you've got to let her know 
what your product’s all about. Let 
her know about its advantages— 
and the ways it can help her pa- 


tients and help her. 

The best way to let the nurse know 
why she should favor and recom- 
mend your product is in the AMER- 
ICAN JOURNAL OF NURSING— 
the authoritative journal with 
nearly 280,000 voluntary paid 
subscribers. 


‘ THE AMERICAN JOURNAL OF NURSING 
AN 10 Columbus Circle, New York, N.Y. 10019 * (212) 582-8820 


The official magazine of the American Nurses’Association, distributed only through voluntary, paid subscriptions. 











25 





Annual index... 


BYRNE, CHARLES E. “1000 Pre- 
scriptions Per Day,” January, page 21. 


CONRAD, HERBERT J. “Media Se- 
lection by Computer: Some. Practical 
Aspects,” April, page 9. 


de HAEN, PAUL. “Research is Dead, 
Unless Communicated,” August, page 
9. 


deSTEVENS, GEORGE, Ph.D. “The 
Future of Drug Research,” April. page 
24. 


FINK III, JOSEPH L. “Attitudes 
Toward Generic Prescribing in the 
State of Delaware,” with Maven J. 
Myers, J.D., Ph.D. December, page 
3. 


FINKEL, MARION J., M.D. “‘The 
FDA: to Pharmacists,” May, page 20. 


FRITZ, ELI. “Overview of the Hospi- 
tal Market,” November, page 11. 


FROHLICH, L. W. “The Doctor’s 
Right to Know,” March, page 9. 


GOLD, STUART. “Effects of a Com- 
munications Program for Pharmacists,” 
with Peter J. Lecca, Ph.D., and Mickey 
C. Smith, Ph.D. February, page 13. 


GOSSELIN, RAYMOND A., R.Ph., 
D.Sc. “Pharmacy Practice and the 
Market for Pharmaceuticals,” July, 
page 9. 


GROSS, IRWIN, Ph.D. ““Computerized 
Media Scheduling,” February, page 7. 


GUMBHIR, ASHOK K., Ph.D. “The 
Generic-Brand Name Drug Contro- 
versy: A History,” with Christopher 
A. Rodowskas Jr., Ph.D. November, 
page 27. 


HENSEL, ROBERT H. “Consumerism: 
A Decision by Next Wednesday,” 
June, page 19. 


HORAN, JOHN J. “A Priority Health 
Issue: Drug Research,”’’ May, page 
27. 


28 


Authors 


KRAMER, JULES. ‘Pharmaceutical 
Packaging: the Creative Point of 
View,” September, page 26. 


LAUBER, JOEL D. “The Uses and 
Abuses of Ad Testing,” February, 
page 17. 


LAVEY, KEN. “Our Audience Still 
Reads,’ October, page 26. 


LECCA, PETER J., Ph.D. ‘‘Effects of 
a Communications Program for Phar- 
macists,” with Mickey C. Smith, Ph.D., 
and Stuart Gold. February, page 13. 


LOWENTHAL, A. ARTHUR. ‘“Phar- 
maceutical Journal Selection,’ with 
Harry B. Wolfe, Ph.D. March, page 16. 


MANNINO, ALFRED A. “Challenges 
of the Changing Pharmaceutical Mar- 
ket,” August, page 28. 


MARTIN, EDWARD D., M.D. “The 
Young Doctor,” January, page 7. 


MEISTER, SUSAN, “Audiovisual Me- 
dia in Medical Marketing,” October, 
page 19. 


MYERS, MAVEN J., J.D., Ph.D. “At- 
titudes Toward Generic Prescribing 
in the State of Delaware,” with Joseph 
L. Fink III. December, page 13. 


NIGHTINGALE, CHARLES H., Ph.D. 
“The ‘Clinical’ Concept of Pharmacy,” 
August, page 21. 


NORWOOD, G. JOSEPH, Ph.D. ‘‘New 
Products and Mortality Rates,” with 
Mickey C. Smith, Ph.D. April, page 16. 

“Life Cycle Analysis of New Prod- 
uct Failures,” with Mickey C. Smith, 
Ph.D. June, page 30. 


O’NEILL, ROGER W. “The Rise and 
(?) of Medical Direct Mail,” De- 
cember, page 9. 


PAGE, IRVINE H., M.D. “‘ Advertisers 
Must Learn to Teach,” July, page 23. 


PETTIS, JERRY L., M.C. “‘The Tech- 
nology Gap in Health Care,” Novem- 
ber, page 21. 


RODOWSKAS Jr., CHRISTOPHER A., 
Ph.D.**The Generic-Brand Name Drug 
Controversy: A History,” with Ashok 
K. Gumbhir, Ph.D. November, page 
27. 


RUCKER, T. DONALD, Ph.D. ‘Drug 
Insurance, Formularies, and Phar- 
macy,” October, page 11. 


SAMUELS, STUART A. “Direct Ac- 
cess Media Evaluation,” January, page 
14. 


SHAPIRO, ARTHUR, Ph.D. “‘Market- 
ing Experimentation,” June, page 23. 


SMITH, MICKEY C., Ph.D. “Effects of 
a Communications Program for Phar- 
macists,” with Peter J. Lecca, Ph.D., 
and Stuart Gold, February, page 13. 

““New Products & Mortality Rates,” 
with G. Joseph Norwood, Ph.D., April, 
page 16. 

“Life Cycle Analysis of New Prod- 
uct Failures,” with G. Joseph Nor- 
wood, Ph.D., June, page 30. 


STETLER, C. JOSEPH. “An Interview 
With,” May, page 9. 


STRAUSS, STEVEN, Ph.D., R.Ph. 
“Marketing Pharmaceuticals in Colom- 
bia, S.A.,”’ September, page 17. 


TAYLOR, SEYMOUR A. “Book Re- 
view,” January, page 25; February, 
page 24; April, page 36; June, page 34. 


WAITE, ARTHUR S. “The Future of 
Pharmaceutical Drug Promotion,” 
June, page 9. 


WASYLUKA, RAY G. “‘New Blood for 
Tired Hospitals,” March, page 23. 


WESCOE, W. CLARKE, M.D. “The 
Twentieth Century, Limited,’ Septem- 
ber, page 9. 


WOLFE, HARRY B., Ph.D. ‘“‘Pharma- 
ceutical Journal Selection,” with A. 
Arthur Lowenthal. March, page 16. 


WOODWARD, ELIOT G. ‘“‘What Not 
to Do in Medical Marketing,” July, 
page 14. 











